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CHAI RPERSON JANMNES: M. Al an Fel dnan.

MR. FELDMAN: Madam Chairman and nenbers of the
Comm ssion, welcone to Las Vegas. My nane is Al an Fel dman and
for the past nine years |'ve been vice president of public

affairs at Mrage Resorts. Prior to that | worked extensively in
public relations and marketing consulting at Carl Byer (ph) and
Associates and Hilinolton (ph), tw of the Ilargest public
relations firnms in the world. Among ny clients during those
years were airlines, travel destinations, consunmer packaged
goods, consuner el ectronics product s, musi cal i nstrunent
manuf act urers and aut onobi |l e manuf acturers.

In nmy years in the casino profession every casino

marketing effort |'ve observed has its roots elsewhere in the
techni ques developed in retail industries. By that | don't nean
to sound pejorative of any of ny colleagues, nor do | want to

suggest that the travel and tourism pronotion of Las Vegas is
nothing less than state of the art. | sinply want to state for
the record that the casino marketing elenment of our profession
has taken all of its cues from other businesses and industries.
This despite the remarkable statenments being made to this
Comm ssion even today by people with little or no direct contact
wi th our profession but nost certainly with an ax to grind.

For exanple, you' ve been told repeatedly that the
casino industry relies on conpul sive ganblers for the majority of
its revenues. The facts say otherw se. Targeting ganblers,
conpul sive or otherwise, is sinply bad business because the
| argest market potential for Las Vegas is with visitors who cone
here for a vacation and entertai nnment experience. Once here
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each individual makes a decision about how to spend his or her
nmoney whi ch may include enjoying shopping, dining, entertainnment
and, of course, gam ng.

If you could chart the public's attitudes about Las
Vegas and gamng, it would look very much |ike the basic bel
curve, the smallest nunber of people at the ends and the | argest
nunber of people in the mddle. At one end are people for whoma
trip to Las Vegas is not in the cards. They really find no
appeal in our invitation or they're turned off by ganbling to
such a degree that they would never consider com ng. At the
other end are people who have no business being at a casino
Those are the people who have problens with ganbling or are
pat hol ogi cal in their behavior.

The | argest group of people is conprised of those in
the m ddl e, people who will visit Las Vegas if we offer the right
attractions. For sone, it's a luxury hotel; for others a fine
restaurant or unique entertainnment. The reality of marketing
advertising and pronotion of Las Vegas to our visitors rests in
our ability to create a conpelling invitation. So how do we
real ly market Las Vegas and gam ng?

The marketing of Las Vegas properties can be broken
dowmn into three distinct and often conpletely separate
conponents; travel and tourism marketing, which involves both
marketing directly to consuners and to the travel trade;
convention marketing and casino marketing. The overwhel m ng
success of Las Vegas is due to a conbination of the efforts of
the individual hotels and the work of our award w nning visitor
convention authority, the LVCVA Working together the hotel
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properties and the LVCVA have created a conprehensive program of
mar keting advertising and pronotion to create that conpelling
invitation to Las Vegas.

The travel and tourism marketing efforts are by far
the nost significant elenent of the marketing success of our
desti nati on. The techniques inplenented by the LVCVA to market
the destination and any of the properties individual efforts are
virtually identical to counterpart conpanies in non-gam ng
jurisdictions. We often appear at trade shows or place ads in
simlar nedia to cities such as New York or Olando, to states
such as Virginia or California and to attractions such as
Di sneyl and or Universal Studi os.

Al nost without exception no other destination has
enj oyed the success of Las Vegas in the past two decades. | have
a page of statistics that 1'mgoing to spare you of. | think our
success is pretty well known by now. There have been sone key
shifts relating to visitor patterns and they're worth noting
here. These would be over the past decade. First tine visitors
have al nost doubled, up to 29 percent of all visitors today.

I nternational visitors have al nost quadrupl ed, al nost
20 percent of our visitors today come from a foreign country.
The percentage of visitors who do not ganble at all has doubl ed
to 11 percent of those who visit Las Vegas today. And the
percentage of visitors from nmarkets other than the Southern
California where we used to rely for the mgjority of our guests,
t he percentage comng from sone place else has increased to 75
percent of those who visit Las Vegas.
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The largest segnent of visitors to Las Vegas is in
the |leisure segnent, those people sinply comng for a vacation
They accounted for 26.4 mllion visitors to Las Vegas during
1997, which is 87 percent of the total. These guests are
attracted here as a vacation destination in a variety of ways
The LVCVA utilizes a multi-nmedia and i ntegrated marketing program
to pronote Las Vegas to consuners around the world. This is
suppl enented by canpaigns undertaken by individual properties
which range from fully integrated television advertising and
direct mail canpaigns to far sinpler and |less costly efforts.

These canpaigns may include broadcast and print
adverti sing. The |argest percentage of narketing budgets are
spent on television advertising on both a national and spot
market basis in the United States. |In addition, national network
cable television, radio, national and spot market print, spot
mar ket out door and national consuner magazi ne ads are used. Just
for clarity, spot markets refers to buying ads in specific
| ocati ons as opposed to buying themnationally.

The spot markets that we tend to rely on the nost
i nclude Los Angeles, San Diego, San Francisco, Seattle, Phoenix,
Chi cago, Denver, Detroit, Mnneapolis, Houston, Dallas and
At | ant a. The advertising undertaken by the LVCVA and the
i ndi vi dual properties such as ours, focuses primarily on the key
el enents of tourism shoppi ng, di ni ng, entertai nment and
si ght seei ng. The overwhelming majority of all of that
advertising of Las Vegas to consuners in outlying markets does
not reference ganbling at all.
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Most of the |arge Las Vegas properties as well as the
LVCVA have a presence on the Internet wth web pages.
Internationally advertising placenents on television, newspapers
and travel publications are directed to consunmers in Canada,
Mexi co, England, Germany, Japan, and France. The LVCVA has
formed sponsorships with many brand nane partners to pronote the
destination by a national retail |evel pronotions with conpanies
such as Fox Television, Sansonite, Phillips 66, Rodeo Anerica,
Vons Supermarkets and VH 1.

Additionally, many hotels, including the one we're
in, stage large public special events including concerts and
athletic events, many of which are also televised. Finally, for
consuners we utilize public relations prograns targeting | eading
travel publications and nmjor narket nedia outlets enphasizing
new devel opnents and attractions within each of our hotels as
wel | as throughout Southern Nevada.

In addition to generating news coverage about Las
Vegas, many of us invite television programs to broadcast from
our properties. The Tonight Show with Jay Lenno has been
broadcast here at the MGV Grand on a couple of occasions. Just
| ast week Good Morning America was broadcast from Caesar's Pal ace
and there are currently discussions underway in Las Vegas wth
the Rosie O Donnell Show and Qprah to conme to Las Vegas and
br oadcast .

| nmentioned earlier that we also market to the travel
trade. As 40 percent of the leisure travelers who visit Las
Vegas use a travel agent when planning their trips, we use a
conmbi nation  of sal es, adverti sing, public relations and
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pronoti onal progranms for the travel trade which is conprised of

travel agents and tour operators. We place advertising in
| eading travel agent nmgazines. W attend trade shows, as |
mentioned earlier. There's bi-nonthly mailings to nore that

40,000 travel agents about Las Vegas and its events and
attractions.

W stage many Las Vegas trade shows in nore than 30
key markets for Las Vegas. The LVCVA sponsors two national
travel agent contests a year to increase bookings to Las Vegas.
The LVCVA also hosts famliarization trips for travel agents in
which 1,000 to 2,000 travel agents cone to Las Vegas to increase
their know edge of our narket. W produce a variety of
collateral pieces and publications also fromthe LVCVA to assi st
travel agents and tour operators in learning nore about Las
Vegas.

The LVCVA has also distributed a Las \Vegas
destination CD-ROM to nore than 40,000 travel agents this year
We advertise in support of tour operators and charter carriers
who service Las Vegas by a brochure and ticket jacket advertising
and we al so sponsor product launches. And finally for the trade
on the international front, the LVCVA has offices in England,
Germany and Japan pronmoting this destination to travel
prof essionals in those countries.

On the convention and neeting side, the convention,
nmeetings and incentive market represented 13 percent of the
visitors to Las Vegas during 1997. Las Vegas hosted nore than
3,800 conventions that year attracting three and a half mllion
del egat es. These del egates contributed alnost four and a half
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billion dollars in non-gam ng econom c i npact to Southern Nevada.
The LVCVA and several of the mmjor hotel properties again use a
conbi nation of sales, advertising, public relations, hospitality
and pronotional prograns to nmarket to the convention, neetings
and incentive segnent.

Once again, we advertise in the magazines for that
segnent . W attend the Ileading trade shows. We host
famliarization trips for neeting planners and association
executi ves. The LVCVA conducts two to three direct nmai
canpai gns each year to this nmarket wupdating them on avail able
dates and exhibit and neeting space. There's a variety of
collateral materials and LVCVA publications that are produced to
assi st and educate convention and neeting and incentive planners
on Las Vegas.

And finally, the convention and neetings trade is
al so reached by traditional public relations efforts. Now,,onto
casino marketing. |'ve heard sone of ny senior coll eagues say of
the public, "You cannot nmake them ganble nor can you stop them
fromganbling.” Casino narketing as a practice in Las Vegas and
in several other gamng markets is designed to neet the needs of
our guests. That is to say the casinos react to guest inquiries
and requests once the guests are in a casino. | know of no case
in which a casino has attenpted to create new ganbling custoners.

That doesn't nean that we don't welcone new casino
custoners but the decision to ganble is highly personal. One
made, |ike any of ny conpetitors and certainly as Doctor Lovenan
has just said, we want themto visit our property to build brand
| oyal ty. Furthernore, the vast growh of ganbling has rendered
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sl ot machines and table ganmes available all across the country.
There's nothing the least bit unique about these ganes. | f
ganbling was all our guests wanted, they could find it far closer
to hone than by comng to Las Vegas.

For our conpany and the najority of the major resorts

in Las Vegas, we focus on the elenents of tourismthat have nade

Las Vegas successful; shoppi ng, di ni ng, entertai nnent and
si ght seei ng. W want people to cone to Las Vegas. I f they
ganble, that's fine; if they don't that's fine, too. For nost

operators in Las Vegas, the fastest area of growh and
profitability has been in non-gam ng areas.

The marketing efforts that are casino specific rely
in nost cases on custoners identifying thenmselves as casino
custoners. W then place their nanes on mailing lists for future
invitations to special events or pronotions. Qobvi ously, there
are casinos that advertise gam ng broadly. Sonme offer discounts
on food or shows to increase traffic during slow periods. Yet,
fromthe often hysterical clainms of those opposed to ganbling, a
realistic picture has failed to energe. The strategic success of
Las Vegas marketing lies in its ability to deliver exceptiona
experiences at a fair price.

The Conmmi ssion has heard stories of casinos targeting
probl em ganbl ers. Despite the m nd- boggling stupidity of the
idea, | have heard it suggested that it is through direct nail
that we can identify and target problem ganblers. Direct mail
lists are developed first and forenbst by custoners' request.
They give us their names and ask that information be sent them
In fact, in a recent survey of Las Vegas visitors, they said
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overwhel mngly that they not only appreciated direct mail, they
didn't feel as though they received enough.

Every licensee in Nevada has the ability to renove a
patron's nane from a list if they so request and the industry
recently fully supported the Nevada Gam ng Comm ssion's efforts
to formally require such a procedure. On occasion a resort may
engage in a direct mail canpaign using a list comng froma third
party. In the mpjority of these cases the lists cone from
mar keting partners and are travel related. By way of exanple, at
Mrage Resorts we've created several direct nmail canpaigns with
Ameri can EXxpress.

In such a case, the list remains the property of the
third party. | am aware of third party sources that create and
sell lists to marketers. W have never purchased such a list and
| have no direct know edge of any other conpany that has utilized
such a service. |In the end, the marketing sophistication of Las
Vegas lies in its ability to market to tourists, people like you
and me who are sinply looking to get away fromthe routine of our
daily lives, enjoy a few days away from honme rel axi ng, shoppi ng,
di ning and seeing great shows. It has little or nothing to do
with our ability to attract or even create ganblers.

Peopl e have been proving for centuries that for the
overwhel mng majority of us, ganbling is fun and enjoyable. W
find ourselves looking toward the new mllennium wth an
i ncreased awar eness that our conpetition is not a slot nmachine in
California or Indiana but the major tourism capitals of the
wor |l d. Thank you.

CHAI RPERSON JAMES: Thank you, M. Fel dman.
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